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INTRODUCTION 


Welcome to Flycast’s Complete Guide to Doing 
Content Properly. Content marketing may have sounded 
like a buzzword when it first came on the scene, but 
today it is clear that any online business ready to make an 
impact online needs to take content creation and curation 
seriously. 

With so much talk about content marketing floating 
around the digital marketing sphere, we wanted to build a 
big, juicy guide to getting it right. It contains insights into 
all of the most crucial aspects of content marketing, from 
undertaking thorough audience research you can really 
use, to capitalising on your content once it’s live. 

Whether you’re perplexed by white papers or troubled by 
how to target your unique demographic, we hope you’ll 
find this guide helpful, inspiring and easy to apply to your 
own content marketing strategy. 
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Who are your target audience? 

Can you picture them? Do you know 
what they like? Do you know what 
key problems they face? 

If you don’t know, it’s time to start learning about 
conducting proper audience research, before 
you even start thinking about putting together a 
content strategy. 

Think about it this way: You need to ask a favour 
from someone over the telephone. You have no 
idea who they are, what their interests are, what 
their pet peeves might be or what makes them 
tick. Without any of this information, convincing 
them to help you out is going to be pretty 
difficult. 

Conversely, when you know exactly who you’re 
talking to, it’s much easier to get them on board. 
You can encourage feelings of connection and 
friendship by sharing their interests. You could 
reach out and use their own life experiences to 
help put them in your shoes. It’s not a perfect 
metaphor, but it does go some way towards 
explaining why good audience research is so 
crucial to content marketing. 

The better you know your target audience, the 
more relevant you can make your content. And 
the more relevant your content is, the more 
marketing power it will have. So how do you get 
to know them better? 


“The better you know 
your target audience, 

the more relevant 
you can make 
your content.” 
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INTERVIEWS 

There’s nothing like one-to-one interaction for learning about another person. That’s 
why conducting a series of customer interviews can be so revealing. Talking to real life 
customers will generate a wealth of information about the kinds of people you’re serving as 
a business, and it can even give you a few pointers to help change your company for 
the better. 


"There's nothing like 
one-to-one interaction 
for learning about 
another person.” 


HOW TO FIND CUSTOMER CANDIDATES 

So how do you find customers to take part? And how can you persuade them to join in? As 
a society we’re all pretty busy, which makes collaring suitable customer candidates a bit of 
a challenge. There are, however, a few tactics you can try... 

• SEND COLD EMAILS OR MAKE COLD CALLS 

This isn’t always the most effective method but it is relatively cost-effective and can 
pay off. If you are considering sending out unsolicited emails or making cold calls to 
customers and inviting them to take part in an interview, take care, you could put 
them off for life. 

Craft a good script for calls and write a heartfelt email template with personal 
recipient-focussed touches to give yourself the best shot. If you do have a decent 
budget available, offering incentives and discounts will boost your chances. 
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• USE CUSTOMER SATISFACTION SURVEYS 

It’s very easy to compile customer satisfaction surveys these days. In fact, tools like 
Google Forms can be put together for free. Attach customer surveys to emails, 
particularly follow-up emails after a purchase and, if possible, include a discount to 
incentivise participation. When a customer successfully completes a survey, ask if 
they would be willing to attend an interview or talk to your team over the phone. 
Again, you may need to use freebies or discounts to encourage participation. 

• HOST A WEBINAR 

If possible, make this a fun, exclusive event which will teach attendees something 
new. If you’re a B2B, perhaps offer an hour of access to your expertise in the form of 
a no-holds-barred Q&A. If you’re a B2C, consider providing a tutorial relevant to your 
service or product which dovetails with your customers’ interests. This webinar will 
give you an opportunity to ask participants questions, get a feel for who they are and 
invite them to talk further. 


HOW TO VET YOUR CANDIDATES 

Once you’ve got hold of willing participants or survey data you’ll want to get to grips with 
your demographics to make sure you’re talking to a broad range of customers. This will 
ensure the data you collect isn’t skewed or geared towards just one area of your market. 

Surveys will already give you plenty of data on who you’re talking to, but if you’re 
conducting telephone or in person interviews, you’ll want to make sure you’re talking to 
the right people. 
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In order to use the most diverse interview group possible, break your interviewees up 
according to key demographic data. Ensure that you have an even spread. Of course, 
if your business is exclusively geared to over 60s, you will need to adjust your spectrum 
accordingly. Whatever your target market may be, look for an even spread within that 
spectrum of: 

• GENDERS • INDUSTRIES OF EMPLOYMENT 

• AGES • INCOMES 

• EDUCATIONAL LEVELS • DATES OF LAST PURCHASE 

• MARITAL STATUSES 

With your interviewees (or data) ready to go and your demographics nicely even, you’re 
ready to get asking those important questions. Here are a few tips to help you with the 
actual interview process. 

• RECORD INTERVIEWS OR CONDUCTTHEM AS A DUO 

If it doesn’t make your customer feel too uncomfortable, make sure you record their 
interview. This is especially important over the phone as it will ensure no crucial data 
gets missed or lost. If you are unable to record your interviewees, bring a colleague 
into the interview. That way, one of you can ask the questions while the other takes 
notes. 

• CHOOSE THE PHONE OVER EMAIL OR IN-PERSON INTERVIEWS 

Email is a very tricky medium for getting a feel for what people really think and where 
you can push for more information. In person interviews can be a pain to attend and 
intimidating to sit through. A phone interview (if you’re working as a duo, simply pop 
the interviewee on speaker phone) has the perfect balance. It’s personal enough to 
get a good feel for your customer and it’s distant enough to make your interviewee 
feel comfortable enough to really open up. 
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• TALK ABOUT PROBLEMS FIRST 

Everyone likes to gripe and moan - it’s just human nature! It’s not always easy for 
customers to offer solutions to potential issues cold, so start your interview by 
discussing any problems they may have had with your service or about their typical 
buying behaviour before you ask them about how you can make it all better. 

• AVOID LEADING QUESTIONS 

Asking questions which lead interviewees towards a certain answer will skew your 
results so question carefully. For example, instead of asking: " Did you find our website 
difficult to navigate?" opt for: “How was your experience of using our website?" 

• ASK OPEN QUESTIONS 

A question like: “Are you responsible for purchasing services for your company?" will 
only generate a one word answer: yes, or no. This is a closed question and it will not 
help you collect a lot of useful information. “Can you describe the service purchasing 
process in your company?" is an open question which will give you an awful lot more 
information you can use. 

• HELP YOUR INTERVIEWEE FEEL COMFORTABLE 

You may find that the customers you interview aren’t willing to be too negative or too 
open about their experiences of your business. It can be helpful to affirm any negative 
feelings they do express to make them feel comfortable elaborating on them. 

For example, if an interviewee mentions that they have found your website annoying 
to navigate, you could affirm their negative feeling and encourage elaboration by 
saying: “That must have been an annoying issue for you, can you tell me which 
aspects you found particularly unhelpful?” 

• BE PATIENT WITH DIGRESSIONS 

Sticking to an interview script will make sure that you get all the answers you’re 
looking for and that there’s no opportunity for awkward pauses. However, if your 
interviewee digresses from the script, let them talk. You could find out even more 
detail which could be of use. If the conversation roams well outside of what is 
relevant, try to delicately steer it back to the script. 
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ASKING THE RIGHT QUESTIONS 

So now you’re all set to conduct your interviews, what questions do you need to ask to 
inform and improve your content marketing? This will largely depend on whether you’re a 
B2B or B2C... 

FOR ALL PARTICIPANTS 


DEMOGRAPHICS 


• Age, gender, marital status, family (kids/no kids) etc. 

• Educational background (level attained, place of study, area of study) 

• Career path (how did they get to where they are today?) 


INFLUENCERS 


• Where do they access information? 

• What publications do they read? 

• Which online sources do they frequent? 

• What social networks do they use? 

• Who do they most look up to? Why is that? 


PROBLEMS 


• What are their most significant problems regarding X? 

• When were these challenges last an issue? 

• Why was this problem difficult for them? 

• Have they taken steps to solve the issue? What were those steps? 

• Why were these solutions not ideal? 
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BUYING HABITS 


• What are their preferred mediums for interacting with sellers? 

• What information is important to them before a purchase is made? 

• What was their last purchase? Why was it made? What informed the 
buying decision? 

FOR B2C PARTICIPANTS 


INTERESTS 


• How do they like to use their leisure time? 

• What are their leisure time "treats”? 

• What are their least favourite “boring” tasks and activities? 

• What subjects do they most like to read about? 

FOR B2B PARTICIPANTS 


EMPLOYMENT 


1. What is their job title and role? 

2 . Do they have a direct supervisor? 

3 . Do they supervise others? 

4 . How does their normal work day pan out? 

5 . Which skills are needed in their role? 

6 . What goals are key parts of their job? 


EMPLOYERS 


1. Which industry are they working in? 

2 . What revenue does their company generate? 

3 . How many employees work for the company? 
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BUILDING PERSONAS 

You’ve found your participants, you’ve grilled 
them thoroughly, you’ve used interview best 
practices - now you should have a whole lot of 
juicy information on your hands. That means it’s 
time to start building your buyer personas. 

Before you get started, remember that the 
personas you generate from all your data need 
to be fictional. They shouldn’t be based on a 
particular customer you’ve spoken to. Leave all of 
your experience with customers at the door and 
instead use the cold, hard facts to develop 
a good collection of personas. 

IDENTIFYING SUB-GROUPS 

Using your data, distil all of your information into new fictional characters which sum up 
clear sub-sections of your target market called customer groups. 

With so much information to go on, this can feel like finding a needle in a haystack, but 
there are a few ways to make this process a little easier. Try dividing your interviewees into 
groups based on one of the following criteria, one “criteria” should be a clear fit for your 
data which will allow you to apply the criteria to all interviewees, creating obvious groups. 
These groups can then be turned into your personas: 

• BEHAVIOURAL 

Segmented based on how they approach purchasing using factors including price 
sensitivity, how often they buy, how loyal they are to specific brands and their 
ultimate purchasing goals. 

• PSYCHOGRAPHIC 

Segmented according to overall values, views, attitudes and lifestyles. 


“Leave all of your 
experience with 
customers at the door 
and instead use 
the cold, hard facts 
to develop 
a good collection 
of personas.” 
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• DEMOGRAPHIC 

Segmented according to age, sex, gender, education, income, marital status etc. 

• GEOGRAPHIC 

Segmented by factors including urban vs. rural environment, climate and region. 

CREATING YOUR PERSONA 

When you create your persona make sure you include: 

• Demographics (age, gender, marital status, education etc.) 

• Employment information (roles and responsibilities) 

• The goal they’ve come to your site to achieve 

• Their home environment 

• Their social life 

• How they use technology (particularly social media) 

• Their key frustrations and concerns 

• The key pressures they experience in life 

• Their biggest overall needs 

• What their role is in buying processes (personally and/or professionally) 

To help bring your shiny new persona to life and make it easier to identify with them when 
creating your content strategy, it can also be helpful to add a little colour in the form of: 

• A name for your character (Persona A and Persona B just won’t do!) 

• A picture of your character 

• A telling quote which sums up your persona 
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BONUS INDUSTRY TIPS! 


• Branch out. If you can only access a small customer base or struggle 
to find interview participants, consider partnering with a company or 
publication in a similar sector with a similar demographic to your own. 
Pooling your information will give your research greater statistical 
significance. 

• Look at internal sources. Searching externally for data (as outlined 
above) is essential, but sometimes you already have lots of resources 
right under your nose. Analyse data from your CRM and marketing 
automation platforms. It may well help you discover trends and insights 
you’d never have encountered otherwise. 

• Talk to support and sales. Team members in customer facing roles are 
often goldmines of information about your customers. They’ll know their 
common niggles, the standard objections and broad customer types too. 
Use this to your advantage by asking them lots of questions and running 
your personas past them. 

• Follow your customers. Social media isn’t just about sharing your 
communications, it’s also a great way to interact with your customers. 
Use it to explore what they share and favourite online to get a real feel 
for who you’re talking to. 

• Think small. If you’ve retrieved a lot of information, forget about the big 
picture and think about small goals. For example, take time to drill down 
to discover the key challenges your customers face. Later on, use your 
data to work out which brands and public figures hold the most sway 
with your client base. Think small and, as you go, the big picture will 
emerge. 
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In CHAPTER 1 we got you much better acquainted with your audience. 

While knowing exactly who you’re creating content for should be your number one priority, 
there’s not much you can do with that information if you don’t know who you are. 

Your brand is your identity and, although any 
brand worth its salt will be undergoing a constant 
process of evolution, having a firm foundation 
upon which to create your content is essential. 

Your tone, your style, your presentation, your 
stance, your views - every aspect of your 
content marketing strategy will be informed by 
your brand identity. 

If you skip this step and apply a more scattergun approach, you’re lining yourself up for 
poor brand awareness, a confused strategy, garbled messages and just plain bad marketing. 
So here’s how to get your branded ducks in a row before you start creating content... 

To start you off, we’re going to look at three key aspects which should form the base of 
your brand identity: 

• YOUR UNIQUE SELLING POINTS (USPS) 

• YOUR VOICE 

• YOUR STORY 


“Your brand is 
your identity” 


USPS: WHAT MAKES YOU SO SPECIAL? 

What’s so good about you? If you can’t answer this question, your brand identity isn’t even 
half baked yet. Even worse, if you can’t explain what makes your business special, why 
should your market want to buy from or work with you? 
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Sitting down and working out what makes your 
business unique from your competition is a big 
step towards creating a unified brand identity. 

In an online world jam-packed with competition, 
you need to stand out, stand up and tell people 
why they should care about your business. Start 
by thinking about the following questions... 


“you need to stand 
out, stand up and 
tell people why they 
should care about 
your business” 


• Why would a client or customer choose you over your competition? 

• Why should someone read the content you produce? 

• What is unique or different about you? 


The next step is all about aligning your unique, best bits with clear needs that your target 
market experiences. For instance, it’s all very well claiming that you’re hyper-efficient but 
what does this mean for potential customers? How can you make this relevant to your 
audience? 

Well, in this case, you’ll take them from first click to front door 3 x faster than the 
competition. That sounds much better than plain old "hyper-efficient”, doesn’t it? Think 
about the problems your demographics face, then couch your USPs in real terms which 
solve their conundrums. 

In essence, a good USP doesn’t take the "roll up, roll up” Del Boy approach. It doesn’t tell 
you that it’s good quality, unbreakable or cost-effective. Instead it helps your target market 
solve an existing problem they face and demonstrates how. 

FINDING YOUR VOICE 

Now that you’ve narrowed down your USPs it’s time to inject that unique offering of yours 
into how you speak to your customers. Matching your tone and style to your USP will not 
only serve to strengthen your unique sales points, it will also differentiate you from your 
competitors, ensure brand consistency and encourage trust. So how do you define your 
voice? 
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1. NAILTHOSE USPS 


We’ve already run through how to do this earlier in the chapter, but the importance 
of this step can’t be overstated. 


REMEMBER: Using your USP to inform your voice doesn’t mean that you should 
shoehorn it verbatim into every piece of content you create, instead, this is about 
channelling the values innate in your USP into the tone of voice you use and the 
general feel of your content. 


Considering the "big picture” values which make up your USP are a good way to start 
nailing it more generally in your content. If, again, your USP is hyper-efficiency (from first 
click to front door 3 x faster), related wider values centre around: 

• Forward thinking (a younger tone of voice) 

• Technological advancement (a contemporary feel, but not too quirky) 

• Speed - valuing customers’ time (no nonsense, cut to the chase, ultimately 
approachable & friendly - no fuss) 


2. CHOOSE YOUR WORDS CAREFULLY 


Now you have the adjectives to describe and define your tone of voice, it’s time to start 
using it in your content. The best way to assure uniformity and brand consistency across 
writers and marketing bods is to put together a comprehensive style guide (more on that 
later). 

For now we need to think about what sort of language will best channel your voice. 

Whether you opt for clear, easy-to-read language to convey simplicity and a no-nonsense 
approach, or choose quirky similes and the odd lexical peculiarity to demonstrate 
youthfulness and enthusiasm, just make sure it’s consistent and it fits your USPs. 
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To create a sense of dependability, for example, you may choose to focus on a bog-standard 
British lexicon, whilst maintaining a professional tone. A chattier, more colloquial take on this 
"bog-standard” language will make your content feel friendly and approachable. 

Don’t be afraid to play around with language before you settle on strict rules for your voice 
- experimentation will help you hit the nail bang on the head! 


3. BUILD A STYLE GUIDE 


Now you’ve cooked up your final project, your mission (should you choose to accept it) is 
to ensure that everyone across your business uses the same voice in all content across all 
platforms. This is no mean feat. You are going to need to build a very thorough style guide 
and ensure it is rigorously applied. 

Giving clear “is & isn’t” paired examples is a good way to get tone across, i.e. 


IS 

GOOD EXAMPLE 

ISN’T 

BAD EXAMPLE 

Friendly 

- "Hi guys!” 

Unprofessional 

- “Yo dudes” 


- Contracted forms 


- Slang terms "Bare 


(Don’t, can’t, won’t) 


good” 


- Simple (“cry” rather 


- Elided words 


than "lacrimate”, 


("nuthin”’, “kickin’”) 


"drove” rather than 
"transported”) 


- Profanity 

Knowledgable 

- Clear, simple 

Complex 

- Complex, latinate 


vocabulary - "We 


words (exfiltration, 


know how to make 


ramification, meta¬ 


your life easier” 


bolic) 


- Everyday similes 


- Unapproachable (long 


to explain harder 


complex sentences, 


concepts 


polysyllabic words) 


This little table is just for starters. You’ll find a full, very handy guide and template for 
setting your tone in stone (company-wide) over at Hubspot. 
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WHAT’S YOUR STORY? 


You’d be surprised by just how many of your 
audience actually care about who you are and 
where you’ve come from as a company. They 
even like the quirky little details about how 
you got here. Giving your audience the story 
of your business is a great way for them to feel 
connected and loyal to your business. 


your audience 


the story of 
your business 


is a great way 


(( 


Givin 


The first time you put pen to paper (or finger 
to key) you might find that your company story 
makes pretty boring reading. But go through it a 


for them to feel 


connected and loyal 
to your business.” 


second time, this time implementing your shiny 
new, consistent tone of voice, and you’ll find that 
the result is much more engaging and interesting. 

And don’t stop there! Here are a few more ways 
to get your audience involved in your company 
journey: 

1. Immerse your reader in a story which includes multimedia aspects and inclusive 
language “let’s go!” "we”, "you” etc. 

2. Interact with readers by including them in the story. Think clickable UX features, 
competitions and, again, inclusive language. 

3. Integrate your story with your whole brand experience across all of your platforms. 

4. Make your story important. This isn’t just a flash in the pan, this is the chronicle of 
your company. Use it over the long-term and use it to inform marketing materials 
across the board. That means you also need to have an eye on the future when you 
write your brand story, where are you going next? What’s your ultimate goal? 
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BONUS INDUSTRY TIPS! 

1. STORIES MATTER 

It’s all very well telling your audience that you are X and Y, but 
people don’t often care to take your word for it. Telling a story which 
demonstrates a concrete example of a time your brand evoked X or Y will 
be much more convincing and help your audience feel more engaged in 
your brand. 

2. BE SPECIFIC AND EMBRACE DETAIL 

It’s not easy to evoke personality as a brand, particularly in constrained 
B2B service niches. One good way to bring out the personality in any 
brand story is to be as specific and detailed as possible. Here’s an 
example: 


"Inspired by a beer he had in a pub, a shrewd businessman 
created a new breed of ale." 

VS 

"Inspired by a pint of the inimitable Brains Black savoured in a 
Pontcanna pub, Christopher Putney threw in his corporate day job and 
began an epic journey to create a rich, full-bodied classic ale with a 
uniquely chocolatey twist." 


Which version feels more engaging and personal to you? We thought so! 

3. TELL A CLASSIC TALE 

You’ll often find that the old stories are the best. For example, the cliches 
are true: everyone loves an underdog. We all love a story of success 
against the odds. People also love classic tales with a twist, mysteries, 
romances, you get the picture. These old-fashioned structures won’t fit 
every tale your business has to tell, but they can certainly work wonders 
if you can squeeze them in. 
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4. TAKE INSPIRATION 

Finally, do your research and take a closer look at brands who already tell 
very good stories . Here are two good examples to get you started: 

• JOHN LEWIS’CHRISTMAS ADS 
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In chapter 1 we explored how to get to know your audience, 
in chapter 2 we looked into getting to know your brand. 

In this chapter we’ll be putting both of those lessons into practice, assessing the content 
you already have in your arsenal, considering which needs it addresses for your audience 
and highlighting areas where you’re leaving your audience hanging. But don’t worry, well 
be discussing how you can fill those gaps and build a content calendar which ticks all of the 
right boxes too! 


“A full on site content audit will help you rid your 
website of any messy, spammy, low quality content 
and consolidate the great stuff you already have” 


AUDITING YOUR CONTENT 

But before you can create a brand-boosting, audience-satisfying editorial calendar, you 
need to know exactly what content you’ve got and what content you’re lacking on site. 

A full on site content audit will help you rid your website of any messy, spammy, low quality 
content and consolidate the great stuff you already have, ensuring you don’t cover old 
ground with your shiny new approach. Here’s how it’s done... 

1. PUTTOGETHERA PAGE LIST detailing all of the pages on your website. You 
should be able to find a full list of all pages on your website in your CMS (content 
management system). If you’re working with a particularly tricky CMS or don’t have 
access to your system, there are plenty of free online tools which will generate a list 
for you. Try: 

• WinWebCrawler 

• ExtractURL 

• CAT 
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2. MAKE A SPREADSHEET 

You now need to conduct a thorough, detailed audit, so fire up Excel, Open Office or 
your Google Sheet and get organised. You’ll need to create several category columns 
for each piece of content including: 

• A unique page number or ID (to help you keep track of pages should you need to 
reorganise or restructure) 

• Your page’s place in your website’s navigation or hierarchy 

• URL 

• Page title 

• Type of content (i.e. blog, white paper, how to guide) 

• Target persona (if personas have been implemented previously) 

• Which part of the conversion funnel your content targets. For instance, is it 
directed at an audience who are ready to buy or is it targeted at people who are 
still exploring their options? 

• Topic 

• Content writer 

• Date of latest update to the content 

• Tone of voice 

• Calls to action 

• How this fits your brand identity 

• Your plan - What will you be doing with this piece of content going forward? 

• Additional comments 

3. IMPORT PAGE LIST INTO SPREADSHEET 

Now your spreadsheet is nice, neat and all set up, import the page list you’ve 
generated. Or just copy & paste! 
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4. GET ORGANISED 

Now get your pages arranged properly, according to where they’re located within 
your website architecture. This isn’t always a quick and easy task, especially if your 
URLs don’t conform to standard rules. One simple trick you can try is to highlight 
the URL column and sort it alphabetically. Make sure you choose to "Expand your 
selection” if prompted to ensure that all data travels with it’s URL when it’s reordered. 

5. ASSIGN PAGE NUMBERS AND NAVIGATION LOCATIONS 

Make sure all of your organisation and admin doesn’t go to waste by assigning every 
page an individual page number and identifying its place within your site’s current 
navigation. One useful trick is to number each page according to its navigational 
location. For instance, pages within your blog section should start with one, and 
pages within blog subsections should start I.2.X. 

e.g. 


1. Blog 

1.1. How tos 

1.1.1. Howto make a cake 

1.1.2. How to fold paper cranes 

1.1.3. How to number your pages 

1.2. Company news 

1.3. Videos 


6. START YOUR AUDIT 

Now everything’s looking shipshape, you can get stuck into your audit properly. 

Work through the sections outlined above in your shiny new spreadsheet. Once each 
section is ticked off, your site inventory is complete. 

With your inventory complete, it’s time to take a closer look at where your content is 
going right and where it’s not doing quite so well. Your audit should be able to show 
you pages where you’re meeting your audience’s needs and interests head on, and 
where you have gaps... 
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• Take a look at the personas and at the stages in the content funnel your content 
targets. Are any of them under-represented? 

• Is your content all much of a muchness? Do you need more creativity and 
diversity? 

• Is your tone of voice inconsistent? Is your brand represented differently in different 
content on the same site? 

These are all issues your new strategy will need to address. 

BRAINSTORMING FRESH CONTENT 

“Knowing where you’re going “wrong” is extremely helpful 
when you’re brainstorming a fresh approach to content” 

As luck would have it, knowledge is power! Now you can identify and point to the aspects 
of your existing content which need to change, you can start to fill in the gaps. Knowing 
where you’re going “wrong” is extremely helpful when you’re brainstorming a fresh 
approach to content. 

To get your brain buzzing and to help you explore your big ideas, we’ve popped together a 
bundle of key content types that could help you to solidify a new approach or even spark 
a brand new content series on your website. These are just ideas, so do not use them as 
gospel. Instead, let your creativity flourish and use these content types as inspiration and 
"jumping off points”. 

BRANDED CONTENT 

CONSIDER: 

1. Using your audience research to explore which words people associate with your 
brand. What are their antonyms? How do all of these words pertain to what you 
do? 

2. Imagine your brand as a person. What would they look like? What would they do? 

What would their guilty pleasures be? What stories would they tell? 
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TRAINING GUIDES 

CONSIDER: 

• Which questions are your sales reps and customer service team asked most often 
by customers? These are likely to be the most common questions your audience 
want answers to. 

• Which area causes the most confusion in your sector? 

• Think of the greatest explanation you’ve ever seen or heard. What made it work 
so well? How can you apply those lessons to your guides? 

• How could you explain key elements of your service or product using only images 
or video? 

OPINION PIECES 

CONSIDER: 

• Which are the most contentious areas in your industry? Which topics are 
considered “taboo”? 

• What new developments are just around the corner? 

• What are the widely held beliefs and “general truths” which underpin your 
industry? What would happen if you took the opposite stance? 


BRAINSTORM BEST PRACTICE 

Everybody’s approach to brainstorming new ideas is different - that’s what makes it so 
much fun. But there are a few best practice pointers you can use to make sure every 
idea gets heard and you come out of your session with some brilliant new approaches 
to your content... 

• GIVE ITTIME. There’s no point rushing creativity. Give yourself and your team a 
good hunk of time to come up with ideas and bounce them around. 
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• WE’RE BETTER TOGETHER. So get your whole team involved. Different team 
members will have different insights, angles and ideas, they’re all valuable! Too 
many cooks, however, can spoil the broth and make it difficult for less forthcoming 
colleagues to speak up. Brainstorm with a maximum of 4 people at a time - and ask 
everyone to have a 10 minute individual brainstorm before they come to your session. 

• SPEAK YOUR MIND. Don’t clam up for fear of sounding stupid. Encourage everyone 
to say whatever they’re thinking and to approach other people’s ideas with openness 
and enthusiasm, you never know where a funny little idea could take you. 

• WORK ON PLAIN PAPER OR WHITEBOARDS Lined paper can hamper creativity 
by forcing you to think linearly. 

• GO NUTS. A few ideas are good, a huge pile is fantastic. Go wild and think of as 
many ideas as you can. 

• TRY METHOD ACTING. Get into the mindset of your target demographics and 
personas. Hang out in their favourite spots, have a go at their favourite activities, pop 
into customer service for some first hand experience. 

• DON’T FORGET YOUR NOTEBOOK. You never know when inspiration is going to 
strike. Make sure you’re ready to capture it when it does. 

• USE A CONTENT MATRIX to identify content which will help you target all sorts of 
customers at different points in their buying journeys. Very broadly, you can divide 
content into four types: 


1. CONTENT WHICH ENTERTAINS 

2. CONTENT WHICH INFORMS 

3. CONTENT WHICH PERSUADES 

4. CONTENT WHICH CONVERTS 
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CREATING PERSONA FUNNEL CHARTS 

The personas you created using the information you gleaned in chapter 1 are powerful 
tools for content brainstorming. Consider basing your process around these personas. One 
way to do this is to develop a persona chart with content ideas based on each persona’s 
location on the conversion funnel. 

To get started, break each of your personas down into the four main conversion funnel 
stages: 


1. THE DISCOVERY STAGE 

2. THE TRIGGER STAGE 

3. THE SEARCH STAGE 

4. THE BUYING STAGE 


Then, for each stage of each persona ask yourself the following questions... 

1. What are the biggest problems and worries this persona is confronting at this stage? 

2. What questions are they likely to have at this point? 

3. Which content types could you use to answer these questions? What topics will you 
need to cover? 

4. Can you come up with any examples of content titles which will do this job? 
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BUILDING YOUR EDITORIAL CALENDAR 

Before you even start putting your content calendar together, make sure you know: 

1. WHAT SORTS OF CONTENT YOU ALREADY HAVE 

2. WHAT SORT OF CONTENT YOU DO NOT YET HAVE 

3. WHAT DIRECTION YOU HAVE PLANNED FOR YOUR CONTENT IN THE FUTURE 


Now that you’re all-knowing and a certified content genius, it’s time to put all of your 
insight and creativity into an editorial calendar which will ensure every piece of content 
you or your team create is focussed, on-brand, on-message, carefully targeted and 
relevant. This is the map your team needs to follow if you want to make it all the way to 
content strategy success. It will: 

• Ensure your PR, content, social and marketing teams are all on the same page and 
well-coordinated. If a really cracking piece of content has PR potential, everyone 
knows when it’s happening and can coordinate their efforts. 

• Help you monitor and track successes and failures. Over the long term it will help 

you identify what works well, which writers are best suited to what content and much 
more. 

• Bring a little more variety into your content strategy. At one glance you can see how 

diverse your schedule is and update it accordingly. Once something’s in the calendar 
and responsibility has been allotted, you can then make sure it happens. 
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WHAT GOES INTO AN EDITORIAL CALENDAR? 

The more detailed, collaborative and functional your editorial 
calendar, the better your content strategy’s end result will be, 
month on month. 

If you have a small in house content team it may feel like all of this admin is unnecessary as 
you all already understand the goals etc. However, for a larger team or for an outsourced 
team, clear, comprehensive calendars are crucial. You’ll want to include: 

• THE DUE DATE 

• THE ASSIGNED WRITER 

• THE ASSIGNED EDITOR 

• THE NAME OF THE POST 

• A BRIEF DESCRIPTION OF THE POST 

• THE CONTENTTYPE (blog, guide, white paper, infographic, listicle) 

• THE PUBLISHING LOCATION (internal blog, guest blog, Vine, Linked In) 

• THECURRENTSTATUSOFTHEPOST 

• THE REQUIRED TAGS AND CATEGORY FOR THE POST 

• THE CALL TO ACTION (crafted to hit the right persona and conversion funnel segment) 

• ADDITIONAL KEY NOTES 

• METRICS AND GOALS (400 tweets, 50 downloads, 15 sign ups etc.) 

• OUTCOME 
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BONUS INDUSTRY TIPS! 

• Content requirements vary widely, which means that a diverse and flexible 
writing team can be a big advantage. A core in house content team will 
help you to ensure quality, while trusted external freelance writers can 
help on a flexible basis when you need additional quantity. 

• When you’re creating large volumes of content each week, maintaining a 
healthy balance is essential, but tricky. 

While coming up with entertaining content which captures visitors at the 
discovery stage of their buying journey may be easy enough, dreaming 
up equal amounts of content which ticks all of your other persona and 
conversion funnel boxes is no mean feat. Use your editorial calendar to 
give you an overview and to help you build a healthy balance and tick all 
of the right boxes. 

• Build your editorial straight into your CMS with tools like Wordpress 
Editorial Calendar and Edit Flow. If you’re not using a Wordpress blog 
consider tools like: 

• Google Calendar Try a user-generated Google doc to help you turn 
your calendar into a pretty impressive editorial calendar. 

• Excel, Google Sheets, Open Office etc. - You can always do things 
the old-fashioned way. If you want your calendar collaborative, go 
the Google Sheets route. If you’d rather stick to the basics, why not 
download an Excel template you can fire up right away? 

• Trello - If you like a really customisable, visual and shareable way to do 
your editorial calendar your own way, Trello is a good shout. 

• Kapost - Designed with exactly this sort of task in mind, Kapost goes 
in all guns blazing, it even has space for sharing, storing and discussing 
new content ideas - plus an analytics section for measuring content 
performance. Be warned though, it’s the only tool we’ve mentioned 
which isn’t free. 
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How long is a piece of string? How successful 
is your content strategy? To find out how well 
you’re doing and to make improvements, your 
content needs a yardstick. You need metrics 
to measure and goalposts to aim for - without 
these structures, your content is all just a stab 
in the dark. This chapter will help you to keep 
tabs on how well your content is doing and even 
reveal ROI. 


“You need metrics 
to measure 
and goalposts 
to aim for” 


SETTING THE GOALPOSTS 

Before we equip you with all sorts of measuring tools, you need to know exactly what 
you’re aiming for. Without an ultimate goal, it’s impossible to define and measure your 
content’s success. 

When it comes to content, your goals can be big and overarching (relating to the whole 
of your content strategy) or they can be small and detailed (relating to just one piece of 
content within that strategy). Some common goals worth commandeering for your own 
content include: 

• Boosting customer engagement 

• Minimising the bounce rate on all of your content 

• Growing a committed, returning base of customers 

• Developing a reputation as an industry-leading voice 

• Bringing in shiny new customers 

• Helping specific personas with their specific questions and problems 

Depending on the goals you choose, you’ll find that some are easy to measure with facts 
and concrete data (known as hard metrics), while others (like developing a reputation in 
your industry) are much harder to measure with data (soft metrics). 
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SELECTING YOUR METRICS 

Once you’ve settled on your priorities and goals, it’s time to decide which metrics you’re 
going to use to measure your progress. But before you get started with your individual 
goals, there are four essential areas every content strategy should be looking at and taking 
into consideration: 



This collection of metrics can be used to demonstrate how well your content is 
driving sales. It’s not always easy to demonstrate a direct correlation between 
content and sales, but CRM tools and unique URLs can be used to show the 
last piece of content viewed before a conversion. If you can show direct links 
between your content and sales, you’re onto a winner as this is proof that your 
content strategy offers real ROI. 


2. SHARING 


Tweets, retweets, likes, shares, embeds, backlinks - measuring how widely (and 
enthusiastically) your content has been shared will give you a clear indication 
of how useful and well-targeted your content is - along with how much social 
media exposure and presence it’s generating. 


3. LEAD GENERATION 


Registration, sign up forms, contact forms - a little Analytics know how will 
help you measure how much of your on site content turns into leads. This will 
demonstrate what type of content is most likely to convert and its location on 
the conversion funnel. 


4. CONSUMPTION 


How much exposure is your content getting? Is it reaching the right people? 
Are you using the right channels? Are your titles compelling enough? Looking 
in Analytics at data on page views, downloads, bounce rates etc. will give you 
plenty of insight. 
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SELECTING METRICS 

BY CONTENT TYPE 

These, however, are pretty general metrics. If you want to delve deep into the nitty 
gritty of how your content is performing, it may be helpful to divide measurements up 
according to content type. 


BLOGS & ARTICLES 


It’s likely that blogs and articles will comprise of the lion’s share of your content strategy. 
This means it’s very important to measure their success to ensure you’re constantly 
improving them. Yet, blogs and articles are also likely to be the most varied type of 
content you produce, which can make them difficult to measure accurately. Keeping 
tabs on what succeeds and what flops is essential. If something’s good, do more of it, if 
something’s bad, cut it out! When it comes to metrics look at: 

• BACKLINKS 

If your content gets shared or referred to elsewhere, it’s going to crop up as a 
backlink. The more backlinks you generate from relevant sites, the more compelling 
your target market and industry are finding your posts. Use open site explorer to 
find out who’s linking to you. This metric will also open up potential new avenues for 
things like blogger outreach. 

• PAGE VIEWS 

Topic, title, format, tone, CTAs - looking at pageviews and undertaking split testing 
is a great way to determine which types of content work for your website. The more 
page views, the more compelling your content is to your audience and, with A/B 
testing, you can really start to hone your posts. 

• ENGAGEMENT 

This is a trickier metric to quantify, but things like social shares (make sure you include 
social sharing buttons with every piece of content) and comments on your blog or 
article can give you some very good clues about how engaging your content is. 
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WEBINARS & HOW TO VIDEOS 


This is a less widely used form of content, but it is one which is growing. It’s great for 
informing personas who are at the early trigger or awareness stage in the conversion 
funnel. When you’re measuring the success of your video content you’ll want to examine: 

• ATTENDEE & VIEWER NUMBERS 

The number of people who attend your webinar and the number of views your videos 
get are a clear indication of your content’s success. Judge these figures against those 
achieved by a similar piece of content from a competitor to assess. 

• BOUNCE RATE & CTA 

If your visitors come to a page, watch your video and leave, your bounce rate is going 
to suffer. That’s why it’s important to include a strong call to action (CTA) on the same 
page to encourage further interaction with your website. 

Don’t necessarily go for the hard sell, instead try to think about what further 
questions or logical next steps your video will leave viewers at, then offer more 
information (another video, a PDF guide etc.) or a next step in your CTA. Set up event 
tracking and split test a few different CTA options to help you nail this. 

• ENGAGEMENT 

At this point in the buying journey, conversion shouldn’t be at the forefront of your 
mind. Instead, boosting brand awareness and building an industry reputation are likely 
to be your goals. Engagement, then, is all-important. Set up hash tags on social media 
to monitor buzz surrounding your webinar and make sure you quantify social media 
shares to paint yourself a clearer picture. 
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SLIDESHARES, PODCASTS & INTERVIEWS 


Ideal for returning customers and visitors who are at the upper end of the conversion 
funnel, this type of content is ideal for informing and educating your target market. If you 
want to gauge the success of these content types and start to improve them, look closely at: 

• PAGE VIEWS & DOWNLOADS 

The more the merrier! This data will tell you which content works and which flops. 

If you’ve hosted your content on site, page views will give you a clear picture of 
how compelling your content is. If your content is a video or download, set up event 
tracking in Analytics for the big picture. 

• REFERRAL TRAFFIC 

Is your interview or slideshare appearing on an external site? Look at your referral 
traffic to see just how much traffic each piece of content is bringing back you your 
website. 

• BRAND MENTIONS 

Use a tool like Topsy or Mention to find out how widely your brand is being talked 
about. Meanwhile, fire up open site explorer to identify links to your content and 
SharedCount for a good idea of its social media success. 
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WHITE PAPERS TUTORIALS & GUIDES 


Case studies, exhaustive tutorials, lectures; this is big content, designed to give a target 
market a lot of information and insight. If you want to measure how successful this is, 
examine: 

• CONVERSIONS 

Power up Google Analytics and use it to monitor conversions from your long form, 
informational content. A conversion could be downloading your guide or finishing a 
particular module of an online lesson. This will give you some idea of your content’s 
usability, popularity and reach. 

• LEAD GENERATION 

If you’ve created a great big white paper (or similar), you’ll probably require visitors 
to sign up for a download. This is a great way to get hold of leads so monitor lead 
generation in Analytics to find out which content is the most promising lead generator. 


BONUS INDUSTRY TIPS! 

• Integrate your metrics and measurements into your editorial calendar to 
keep a close eye on what’s working well and what needs rethinking. This 
will also help you to spot the patterns in successful and unsuccessful 
content. 

• Set quarterly goals for your content. “Generate more traffic” is an overall 
objective, but a quarterly goal may be something like "increase social 
sharing by 20%”. 

• Analyse bad content. Don’t get upset or angry about unsuccessful 
content - it’s a learning opportunity! Instead look at it closely to find out 
what went wrong and how you can avoid this in the future. 
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They don’t call it "the writer’s craft" for nothing, you know. 
Writing engaging, pitch-perfect content is tantamount to an 
art form. Get it wrong and you’ll utterly fail to impress, get 
it right and you can get on your target market’s wavelength, 
winning followers and fans the web over. 

So, how do you craft content with 
confidence? Here are a few helpful stylistic, 
linguistic and structural pointers to bear 
in mind. 


"Writing 
engaging, 
pitch-perfect 
content is 
tantamount to 
an art form.” 


IN THE ROUGH 

Finding yourself in the rough might be a golfer’s worst nightmare, but it’s a writer’s staple. 
Rough drafts really are best practice for amazing content. They give you a chance to sum 
up your key points, build a strong argument, pace your piece and reach a thundering 
conclusion. Skip this step and you will find that your content lacks clarity and direction. 
You’re also likely to find that you get bogged down in certain sections, leading to a 
“clumpy”, poorly structured piece. 

HOW TO CREATE A USEFUL ROUGH DRAFT 

• PICTURE YOUR AUDIENCE 

In the theatre nervous actors are frequently told to "picture the audience naked”. 
How you choose to picture your target readers is up to you, but the important thing 
is that you take some time to really think about who this piece of content is for. 
Concentrate on how you would speak to them in person. What language would you 
use? How you would best convey your points? Jot down your ideas to keep you on 
track as you write. 

• PLAN OUT KEY POINTS 

Don’t worry about making too much sense here, just list the most important points 
that your content is going to make. Once you’ve scribbled them all down, arrange 
them in a rough order to give your content a structural starting point. 
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• WHAT’S THE TAKE-HOME MESSAGE? 

Take a look at your list of key points. What is the most important message that you 
want your readership to take from your content? If you’re finding it difficult to identify 
the most important message, try summing up your whole article in just one sentence. 
How would you succinctly describe your piece of content to a friend? This sentence 
should contain your central, key point. 

• GETYOUR PROPORTIONS RIGHT 

A lengthy introduction will put impatient readers right off. A great big conclusion 
won’t provide a nice, neat recap. Focusing for too long on just one key point will skew 
the direction of your article and feel “clunky”. 

Your introduction needs to be intriguing but succinct. Your conclusion should be short 
and snappy drawing on the ground you’ve covered in the main body of your content. 
Get your proportions right and you’ll keep your (notoriously distracted) web audience 
reading and feeling like they’ve really taken something from your content at the end. 


HOWTO WRITE FOR THE WEB 

When a keen reader buys a book or a magazine, chances are they’re going to give it plenty 
of attention. They’ve invested in it and they’ve sat down with the express intention of 
having a jolly good read. 

Content on the web is an entirely different kettle of fish. Your visitors may not have 
stumbled upon your content with the intention of reading and, if they start, there are a 
plethora of distractions and other intentions which could drag them off as soon as their 
attention wanes. 

When you’re writing online content, you need to keep an online 
reader’s mindset firmly in mind. Here are a few crucial medium 
specific points to remember... 

• KEEP IT CONCISE & BITESIZE 

Web readers typically do not have the time or inclination to wade through reams of 
text so you need to make your points quickly and powerfully, without overwhelming 
visitors with huge off-putting blocks of text. 
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• Paragraphs should be 4 sentences long - max. 

• Make good use of bullet points to sum up key points and break up your article with 
eye-catching formatting. 

• Use smart, regular subheadings. Make sure your readers can get a good idea of 
what each section is about when they skim read your headings. 

• Employ italics and bold text to add emphasis to key messages. 

• CUT TO THE CHASE 

Never use six words where you could use three. Lengthy sentences lose readers and 
slow down your content. Keep it short and sweet to hold your readers’ attention. 

• FORGET CUAs (COMPLETELY USELESS ACRONYMS) & OTHER JARGON 

Jargon, industry terminology, CUAs - these don’t impress, they confuse and frustrate. 
Be as clear and simplistic as possible to embrace the widest possible audience and 
get your point across as effectively as you can. 

• BE UNIQUE 

Roll up, roll up, penny a pound! Nobody likes a cliche. Especially a sales patter. Use 
your brand’s own style and tone of voice and steer clear of any formulaic expressions 
to avoid boring your readership and to help you stand out from the online crowd. 

• CRAFT THE PERFECT TITLE 

Titles matter online. They’re often the first thing readers see; on social platforms, in 
links, etc.. That’s why they need to capture attention and compel click throughs. The 
4U method is worth remembering when you’re racking your brains for the perfect 
title. Your heading needs to be 

• Urgent (time sensitive) 

• Unique (cliche-free and compelling) 

• Ultra-specific (clear and descriptive) 

• Useful (demonstrating what it will give the reader) 


www.flycastmedia.co.uk 


Tel: 0800 110 5923 




FLYCASTMEDIA 


CHAPTER 5 | CRAFTING CRACKING CONTENT | 45 


HOW TO STRUCTURE 
YOUR CONTENT 


INTRODUCTION 


Your intro needs to be concise and to the point. Craft this opening gambit to: 

• Swiftly explain the subject of your content 

• Explain why this matters and why your reader should care 

• Draw readers in with mentions of special elements to look forward to (i.e. original 
data, personal stories) 

The introduction is often the hardest part for writers to perfect. If you’re stuck, consider 
opening with a bold statement or an interesting quote. Alternatively, get stuck into the 
body of your copy and come back to the introduction later when you have a firmer idea of 
your angle. 


BODY 


The main body of your content doesn’t just need to inform, it also needs to lead and 
encourage readers through your article. Cover all of those key points you outlined in 
your rough draft in a logical sequence and use those all-important bullet points, short 
paragraphs and headings we talked about in the “writing for the web” section to hold your 
reader’s interest. 


CONCLUSION 


Do not make any fresh points or include any new data in your conclusion. Instead provide 
a concise summary of your most important key points and how they add up to your central, 
take home message. Make it as snappy and memorable as possible. 

This is also your chance to add a killer call to action which will push readers to subscribe to 
your newsletter, download a white paper, visit your online store, follow you on social media 
you name it. Think about the position your content leaves your readers in, on their 
buying journey and tailor your call to action accordingly. 
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Follow these rules and you’ll be creating cracking content 
in next to no time! 

In the next chapter we’ll be explaining what to do with your 
content after you’ve uploaded it to make it a big success... 
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Sound the fanfare! 

You’ve successfully created and 
launched your very own cracking 
content. 

Now the fun can really begin. It’s time to start 
making a song and dance about your content 
to ensure it enjoys the traffic and interaction it 
deserves. 

Once your content is pulling in some healthy 
traffic, you’ll find that you receive comments and 
feedback - understanding how to respond to 
this is essential. After the initial hubbub has died 
down you’ll also need to analyse your content’s 
successes and failures so you can apply any 
lessons learned to the next piece of content you 
produce. Here’s how to take care of everything! 


"Once your content 
is pulling in some 
healthy traffic, 
you'll find that you 
receive comments 
and feedback” 


BUILDING BUZZ 

How you promote your content online will depend on the kind of 
content you’ve created and the kind of audience you’re targeting. 

For example, if you’ve spent time building a substantial, thoroughly researched white paper, 
it’s well worth putting equal effort into developing a strong email marketing campaign, 
getting the word out to big influences in your industry and/or setting up a PR campaign. 

For less labour intensive content like daily blogs, social media exposure and perhaps an 
inclusion in an end-of-the-month email newsletter may be more appropriate. 
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USING EMAIL 

MailChimp has got to be your go to tool here, if you’re not already up and running with an 
email marketing kit of your own. Once you’re all set up, there are a few hard and fast email 
marketing rules to bear in mind... 

• Do not drown your recipients in floods of email, it’s bad for your image, sure to 
annoy and a fast-track route to unsubscription 

• Treat your recipients like royalty - offer them treats, make them feel special for 
receiving your email and treat them with the utmost respect 

• Concentrate on your tone. In busy inboxes "ho hum” email marketing will get 
overlooked - so create a pitch-perfect, branded tone that piques readers’ interest 

• Keep tabs on the content you want to feature in your next email to make sure you 
don’t leave anything out when it’s time to craft the next missive 

• Don’t slap readers with whole articles in their email inbox, instead include temping 
little snippets of your past week or fortnight’s content best bits 

• Value your recipients’ time. Be concise and to the point, don’t cram your email with 
text they don’t have time to read 

• Use plenty of visual stuff to keep readers’ attention and draw them further down 
your email 

• Remember to explain why your reader should click through to your website to read 
your content - will they learn a top tip? Will it cheer up their Monday? Make the 
incentive clear. 
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USING OUTREACH METHODS 

If you can make it work, getting the attention of big influences in 
your industry can be hugely beneficial in terms of promoting your 
content. 

A retweet from a powerful industry figure can expand your audience by tens of thousands, 
but this technique is no walk in the park. Influences are bombarded daily by this sort 
of stuff so you need to know how to make the right approach and how to really shine. 
Cultivating a longer term relationship is recommended before you reach out in this way. 

Approaching smaller influences in your industry is a less time-consuming approach. 

Look for websites which have shared content similar to yours before. Then approach 
their editors with a polite email bringing your content and it’s suitability for their site and 
audience to their attention. 

SOCIAL MEDIA 

As mentioned above, smaller pieces of content are suitable for promotion via your brand’s 
own social channels. Find out when your followers are at their most active and make sure 
you post at these times to get the most exposure possible. 

• Use Followerwonk to distil this information from your Twitter account 

• Facebook Insights will help you get the most from this social channel 

• Try Google+ to share your content with specific circles and communities interested in 
your area 

• Make sure you make good use of hashtags on Twitter and G+ to maximise your 
chances of getting found by interested readers 
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AUDIENCE ENGAGEMENT 

Once you’re live and kicking, your audience should start reacting. 
This means you need to be ready to communicate! Consistency 
and responsiveness are a big deal for consumers when it comes to 
brands online, so you need to respond quickly with a consistent 
tone to impress. Here’s how to stay on top of audience engagement 
across all your social channels: 

• Use Topsy on Twitter to search for your content’s URL. Every time it’s shared, you’ll 
find it and you can then measure your reach and get in on the conversation. 

• Facebook Insights (clicks, shares, comments) and SharedCount will help to give you 
some idea of who’s been sharing your stuff on Facebook, but unfortunately this is a 
tricky channel to monitor more closely. 

• Pop your URL into the Google+ search bar to see all of the instances in which your 
content’s been shared on this channel, along with any comments. 

• Pinterest Analytics will help you see who’s pinned and repinned your content along 
with how many people have seen your pins and how many have gone on through to 
your content. 
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MEASURING SUCCESS 

The audience engagement you record will give you some idea of how successful your 
content and content distribution have been, but there are lots of other factors to bear in 
mind too, many of which are listed and explained back in chapter 4. 

If you’re too sleepy to go back to chapter 4 and want a few fast 
measurements to record your content’s successes and failings, here’s 
a quick and easy list... 

• TO MEASURE CONTENT CONSUMPTION: 

• # visitors to your content 

• # unique visitors to your content 

• # individual page views 

• Your bounce rate (the lower the better) 

• TO MEASURE AUDIENCE ENGAGEMENT: 

• How long visitors stay on your content page 

• # comments it attracts 

• # returning visitors 

• # social shares 

• TO MEASURE HOW INFLUENTIAL YOUR CONTENT IS: 

• Total shares, views and reach over time 

• # shares and/or comments from industry influences 

• Questions, requests for interviews, webinars etc. 

This data will give you insight into which pieces of content do (comparative) well and 
which are less successful. But, to inform your content strategy, you really need to measure 
these factors against your ultimate goals. Head back to chapter 4 to learn how to do this 
properly. 
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BONUS INDUSTRY TIPS! 

• If a tree falls in the woods, does it make a sound? Focus on the quality 
of your distribution campaign as well as the quality of your content. Top 
drawer content on its own is almost useless if nobody sees it so scale 
back your content plan if you need to so you can make sure you’re giving 
distribution your all. 

• Think about which channel is the best channel for sharing individual pieces 
of content. If there’s a clear winner, concentrate on creating content which 
works best for a specific social network audience (i.e. Tumblr) 

• Email sign-ups, email open rates, overall traffic, social shares - appraise all 
elements of your content’s performance then apply anything you learn to 
your whole campaign going forward. Share all of the stats with your team 
too so that everyone can have input and learn from what went right and 
what went wrong this month. 
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THE LAST WORD 

Congratulations! You’ve made it through Flycast’s Complete Guide 
to Doing Content Properly. We hope you’ve picked up lots of 
helpful tips, tricks and smart ideas which will turn your content 
creation process into a slick and ever-improving content strategy. 

Content marketing may be a relatively new term, but don’t be fooled: this is not a fad. 

In the world of digital marketing, doing things “the right way” is always going to be 
important and beneficial. SEO techniques and tools will come and go, but creating content 
your audience can use, love and learn from will always have value. And the more you build, 
and the stronger your planning “foundations”, the more powerful your online presence 
becomes. Remember, for every piece of content you produce, take note of these steps: 

1. Know your audience and tap into their wants and needs 

2. Know your brand and make sure it shines in every piece of content 

3. Be organised and avoid ad hoc content. Build calendars, set up smooth processes 
and keep a constant flow of fresh, well planned ideas coming 

4. Be goal oriented and measure every piece of content against those goals for 
continual improvement 

5. Write every piece of content impeccably for the right medium and the right 
audience 

6. Distribute your content cleverly, monitor interactions and measure it’s success 


Happy content creating! 
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